The Influence of Hedonic Motives on Online Impulse Buying through Shopping Lifestyle for Career Women by Sahetapy, Wilma Laura et al.
The Influence of Hedonic Motives on Online Impulse Buying through Shopping 
Lifestyle for Career Women 
 
Wilma Laura Sahetapy 1* and Eufemia Yunnni Kurnia 2 
1,2Management Department 
Faculty of Business and Economics 
Petra Christian University 





This research aims to know the influence of hedonic motives on impulse buying, shopping lifestyle on impulse buying, and 
hedonic motives on shopping lifestyle. The data are collected from questionnaires distributed to 130 respondents. The 
respondents are obtained from judgmental sampling or non-random sampling. The data are processed with a SmartPLS software 
as the analytical tool. The results of this research show that hedonic motives and shopping lifestyle have a significant influence 
on impulse buying.  
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INTRODUCTION 
Life demands in the modern era are increasing with increasing competition in various economic sectors. This makes the cost of 
living borne by a household cannot be relied solely on men's income as head of the household. The results of a study conducted 
by Miyamoto (2017) through a report published by the ILO (International Labor Organization) explained that there was a 
significant increase in the number of career women (working women), where employment profiles by sex showed the percentage 
of women working as professionals / technicians in 2016 an increase of 10.3 percent. An increase in the number of career women 
will automatically increase the income received by the woman herself. This makes women more flexible in making decisions, 
especially related to shopping activities. Fernandes and Londhe (2014) say that compared to ordinary housewives, career women 
play a more important role in shopping activities, which is 95%. In this case women who shop more often are career women. 
 
In this research shopping activities will be focused in the form of online shopping activities. Online shopping, also known as 
internet shopping, electronic shopping, online purchases or internet purchases. Lai and Sung (2014) explain that there is currently 
a rapid increase in online shopping activities. The population in Indonesia in 2012 reached 244 million with the number of 
consumers who shop online around 13 million. In 2013, the population in Indonesia reached 247 million people with the number 
of consumers who shop online reached 20 million people, greater than in 2012. In 2012, e-commerce companies in Indonesia 
noted that 41% of their sales came from Jakarta. Data from the IDC research institute (Indonesia Data Center) predicts that the e-
commerce market in Indonesia grows 42% from 2012-2015 (Dewi, 2015). 
 
Data from the research of Hapsari and Iqbal (2018) explained that the data of the Surabaya City Dispendukcapil (2018) stated 
that in 2017 the population of Surabaya city was 3,057,766 people. They consisted of 1,526,583 men and 1,531,183 women. The 
number of women who are more in accordance with the focus of research that is the women's fashion market. In addition, in the 
city of Surabaya there are 32 shopping centers, which by 2020 will add 13 more shopping centers. The data described above 
shows how much the potential of women, especially career women because they already have their own income derived from the 
work they have, as a market share of online fashion products. 
 
Andryansyah and Arifin (2018) explained that Hedonic Motives is something that can encourage a person to fulfill his desires for 
pleasure and material enjoyment as his main focus. Hedonic Motives as a motive underlying shopping behavior can affect many 
things, one of which is shopping lifestyle. The many needs for primary and secondary goods make consumers always want to 
meet their needs and desires, this is what underlies the shopping lifestyle. Shopping lifestyle refers to consumption patterns that 
reflect a person about how to spend time and money to shop.  
 
In this research, impulse buying activities are described by sudden and unplanned purchases made through the E-commerce 
website. Because online shoppers play a dual role, namely as traditional buyers and at the same time as internet users, the 
motivation and dimensions of impulse buying flow come from the existing online shopping environment (To & Sung, 2014). 
 
Based on the description of various previous studies, then in this study will be further observed about the "Effect of Hedonic 
Motives on Impulse Buying online through Shopping Lifestyle on career women in Surabaya. 
 LITERATURE REVIEW  
Career  
Yet-Mee, Peng and Yin-Fah (2013) explain that career advancement is usually understood as promotion in the management ranks 
and achieving higher levels of management and salary. Iklima (2014) describes that women work in the background not only 
because of economic reasons, but also the existence of knowledge and self-actualization skills and want to gain inner satisfaction, 
which is caused by the general perception that the world of work is the world of men. 
 
E-Commerce 
E-commerce is business activities involving consumers, manufactures, service providers and intermediary traders using computer 
networks, namely the internet. It can be concluded that the meaning of e-commerce is all forms of trade transactions / trade in 
goods or services (trade of goods and service) using electronic media (Ardyanto et al., 2015). Ahmad et al. (2010) in his research 
stated that online shopping is defined as the activity of checking, searching, searching or viewing products to get more 
information that triggers the possibility of purchase intention on the internet. In an online shopping environment, consumers are 
free to shop on various websites and consumers can switch from one website to another with just one click. 
 
Shopping motivation 
 Topaloglu (2012) explains that online shopping behavior refers to the process of purchasing products or services via the internet. 
There are more reasons or needs why an individual can decide to go shopping. This reason or need is called shopping motivation. 
Ridha and Prabowo (2015) in their research explained that hedonic shopping motivation is a form of attitude that arises 
spontaneously from within the consumer. There are several categories of hedonic shopping including adventure shopping, 
namely shopping for a trip, carried out for adventure and feel a different world, and gratification shopping that is shopping done 
with the aim of relieving stress, reducing boredom, and to please yourself. Kosyu et al. (2014) in his research explained that 
shopping lifestyle is a lifestyle that refers to how a person lives, how they spend time, money, purchasing activities carried out, 
their attitudes and opinions about the world where they live. Stating that the factors that influence a person's lifestyle there are 
two factors, namely factors originating from within the individual (internal) and factors originating from the outside (external). 
Shopping lifestyle is an expression of lifestyle in shopping that reflects differences in social status (Setyningrum et al., 2016). 
 
Impulse Buying 
Kosyu et al. (2014) explains that impulsive purchases of goods occur when consumers feel the experience, sometimes the strong 
desire, to buy goods suddenly without any prior plan. Darma and Japarianto (2014) describe that impulse buying is defined as an 
act of buying that was not previously consciously recognized as a result of a consideration or purchase intention that was formed 
before entering the store.  
 
Relationships among concepts 
The Hedonic Motives and the Shopping Lifestyle 
Another study conducted by Setyningrum et al. (2016) found that hedonic motives had a significant and positive effect on 
shopping lifestyle. Hedonic motives are created with a shopping passion that always enjoys time when shopping which will affect 
shopping lifestyle because the hedonic nature of someone makes them forget or no longer think about the benefits or benefits of 
the products consumers buy. Based on the results of various previous studies, the hypotheses compiled in this study related to the 
relationship between hedonic motives and shopping lifestyle are: 
H1: Hedonic motives influences positively and significantly on shopping lifestyle 
The Shopping Lifestyle and the Impulse Buying 
Andryansyah and Arifin (2018) shopping lifestyle has a significant positive effect on impulse buying. Another study conducted 
by Setyningrum et al. (2016) explained that shopping habits (shopping lifestyle) is motivated by a lifestyle that likes to spend 
money and time to shop. This is what triggers impulse buying. Based on the results of various previous studies, the hypotheses 
compiled in this study related to the relationship between shopping lifestyle and impulse buying are: 
H2: Shopping lifestyle influences positively and significantly on impulse buying 
The Hedonic Motives and the Impulse Buying 
Another study conducted by Setyningrum et al. (2016) also got a similar result, namely that hedonic motives had a significant and 
positive effect on impulse buying. When shopping someone sometimes makes unplanned purchases or purchases that are not on 
their shopping list. The sense of excitement that arises from consumers who shop hedon, raises a buying behavior of goods that 
are substantially not really needed by consumers. Based on the results of various previous studies, the hypotheses compiled in 
this study related to the relationship between hedonic motives and impulse buying are: 
H3: Hedonic motives influences positively and significantly on impulse buying 
 RESULTS 
The number of respondents in this study were 130 career women respondents who shop online. Based on the table above it can be 
seen that the career female respondents used in this study are aged in the range of 24-30 years, as many as 76 respondents and 
represent the percentage of 58.46%. 
 
The result shows that the majority of career female respondents have a background of employment as private workers, as many 
as 98 people with a percentage level of 75.38%, while the remaining 32 people have occupational backgrounds as entrepreneurs.  
This shows that the profession of career women in this study is primarily as private workers and not entrepreneurs because most 
career women who have a high enough level of education tend to try to get an achievement for a job and also additional 
experience at work. 
 
The influence of Hedonic Motives on Shopping Lifestyle  
The results obtained in this study indicate that hedonic motives have a significant positive effect on shopping lifestyle, which 
means that the greater the hedonic motives that are owned, the more influence on one's shopping lifestyle. The results obtained 
further confirm the results obtained from previous studies by Andryansyah and Arifin (2018) and Setyningrum et al. (2016). 
From the results of the cross tabulation analysis also obtained information that in this study career women aged 24-30 years spent 
1-3 million rupiah per month as many as 21 people and aged 17-23 years as many as 30 people with a majority of 3-5 times the 
frequency of shopping and products which is most often bought belongs to the category of fashion products. These results 
indicate that in this study there are true hedonic motives which are indicated by the magnitude of spending figures and the 
frequency of purchases. 
 
The influence of Shopping Lifestyle on Impulse Buying 
The results obtained in this study indicate that shopping lifestyle has a significant positive effect on impulse buying which means 
that shopping lifestyle of a person will increase the tendency of impulse buying behavior. The results obtained further confirm the 
results obtained from previous studies by Andryansyah and Arifin (2018) and Kosyu et al. (2014). If observed from the 
demographic profile of the respondents, it can be seen that the majority of respondents are in the age range of 24-30 years and in 
the second place is at the age of 17-23 years. From the results of the cross tabulation analysis also obtained information that in 
this study career women also have a certain shopping pattern that is 3-5 times a month. This shows the existence of shopping 
lifestyle. The product categories of interest are the types of products that are very easy to attract attention to do impulse buying. 
This has caused shopping lifestyle to have a significant positive effect on impulse buying in this study. 
 
The influence of Hedonic Motives on Impulse Buying 
The results obtained in this study indicate that hedonic motives have a significant positive effect on impulse buying, which means 
that shopping lifestyle of a person will increase the tendency of impulse buying behavior. The results obtained further confirm the 
results obtained from previous studies by Andryansyah and Arifin (2018), Setyningrum et al. (2016) and Kosyu et al. (2014). In 
this study used career women as research objects. Women who work will be more flexible in managing expenses because they 
have their own source of income. The demographic profile in this study is dominated by career women in the age range of 24-30 
years, with a background in private employee employment, single and over 5 years of work. This is what causes if the respondent 
has a hedonic motive then it will be easier to do impulse buying. 
 
CONCLUSION  
1. The hedonic motives variable has a significant influence on shopping lifestyle because the T-statistic value is 3,922 which 
means it is greater than the T-count of 1.96. Thus, the H1 hypothesis which reads "Hedonic motives has a significant positive 
effect on shopping lifestyle" can be accepted. The higher the hedonic motives experienced by consumers when shopping, the 
shopping lifestyle increases when shopping online. 
 
2. The shopping lifestyle variable has a significant effect on impulse buying because the T-statistic value is 3.87 which means it 
is greater than the T-count of 1.96. Thus, the H2 hypothesis which says "shopping lifestyle has a significant positive effect on 
impulse buying" can be accepted. The higher shopping lifestyle experienced by consumers when shopping online increases 
impulse buying in conducting online shopping transactions. 
 
3. The hedonic motives variable has a significant influence on impulse buying, because the T-statistic value is 17.549 which 
means it is greater than the T-count of 1.96. Thus, the H3 hypothesis which reads "Hedonic motives has a significant positive 
effect on impulse buying" can be accepted. The higher the hedonic motives experienced by consumers when shopping online, it 
increases the impulse buying of these consumers. 
